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Abstract
YouTube has permeated the everyday lives of millions of people and created an online
entertainment platform where people can create and share video content. Since its beginnings in
2005, it has grown from a simple source of entertainment to a complex ecosystem where popular
creators can make a living off of their content. Both large and small YouTubers have the
opportunity to follow a successful YouTube career path, and now, creators can be part of a niche
subcategory to reach a dedicated fanbase. For example, some popular video types on YouTube
include beauty, prank, lifestyle, comedy, and commentary. These people often start ventures
outside of the YouTube sphere once they gain a certain level of popularity, including launching
merchandise and clothing stores and even their own brands of specialized products. However,
YouTube creators can become the center of drama in their community, or be faced with stiff
competition on a platform filled with other popular creators. Additionally, getting started in a
subcategory can be daunting, as there are thousands of channels for watchers to choose from of
people making very similar content, in many instances. Why do people watch more than one
creator in a subcategory when those YouTubers often make videos that are either similar in
format, content, or both? YouTubers often have strong personalities, a fresh take on popular or
old topics, and have other ventures or previous success online that allows them to be prosperous
even with many other channels in their subcategory. Using Jake Paul as a boundary-definer, the
commentary channels of Kurtis Conner, Danny Gonzalez, and Drew Gooden will act as case
studies to identify why people will watch more than one channel in a particular subcategory,
even when their content can be very similar.
Keywords: influencer, YouTube, YouTuber, videos, online content, commentary
channels, reaction
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Introduction
The internet has changed the ways in which entertainment is made and enjoyed,
especially with the rise of social media and user-made video streaming platforms. People can
make a career out of these platforms as well, providing an infinite stream of content of every
topic and niche interest imaginable. Social media allow people to connect with each other in
addition to making a space for entrepreneurs who want to use these sites as a place of business. 1
YouTube is one of the most prominent user-made video streaming platforms, and it
allows people to share their personally produced and edited videos with the site’s billions of
users. A wide range of content is available on YouTube – everything from music to DIY tutorials
and beyond. Additionally, YouTube is home to countless creators using the platform to make a
living sharing their content, some being more successful than others. In addition to earning
money directly from the website, YouTubers, as they are often called, also make money through
ads placed throughout their videos by YouTube, brand deals they incorporate into their videos,
and outside ventures such as channel-specific merchandise.
Many YouTubers also use other social media platforms to share more of their lives with
their followers, who are also known as subscribers on YouTube. In some cases, creators popular
on other sites or web-based applications will start a YouTube channel to continue their success
or start a new life venture. However, most of these people, often called social media influencers
(SMIs), will focus their main efforts on one site. Most of the earliest SMIs are largely from
Instagram; that is when people started taking the online world seriously, as it gave rise to and
easily accessible platform for everyone to use (Brooks, 2019). An example of an early SMIturned-businesswoman is Huda Kattan, who started a beauty account on Instagram in the early
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An example will be provided later in this chapter.

6
2010s. Since then, she has launched the successful makeup company Huda Beauty (Brooks,
2019).
Vine
Vine was a short-form video sharing app that had millions of users and operated much
like a combination of YouTube and other social media platforms. Popular creators on the app
were known as Viners, and many went into categories similar to those found on YouTube. After
Vine was shut down, many of these popular Viners transferred their video making to YouTube in
order to continue creating their content and sharing it with their followers. In many cases, Viners
had YouTube channels well before the app was even shut down, but had focused most of their
serious career efforts on Vine. However, once the app was no longer available, they redirected
their energy into creating longer-form YouTube videos.
Some of the most well-known Viners-turned-YouTubers are brothers Jake and Logan
Paul, David Dobrik, Brent Rivera, Lele Pons, Liza Koshy, and Cody Ko. These people made
comedy-based content and had millions of followers on the app. While these are some of the
most recognizable names, there are many other famous Viners who transitioned to YouTube as
well and still have millions of subscribers, such as those that will be discussed later in this paper:
Drew Gooden, Danny Gonzalez, and Kurtis Conner. Most of these stars also have turned to other
outlets; for example, the Paul brothers are now semi-professional boxers, Pons wrote a book, and
Koshy was host of her own talk show on YouTube Premium called “Liza on Demand.”
These stars are a new brand of celebrity that is rarely seriously discussed and analyzed, at
least not found in any spaces referenced during the research process for this paper. Many are
more popular with younger demographics than some movie and television stars, and the number
of influencers only grows as social media grow and evolve. YouTubers are a new wave of
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famous people who often pursue many paths at once and often combine their passions into one
project. Though they are an extreme example, Jake and Logan Paul are good models of what a
SMI can be and what they can do.
The Paul Brothers
The Paul brothers both are some of the most infamous Vine stars who turned into
YouTubers and have ventured into the most markets since their days on Vine. One of their
biggest conquests was the creation of their influencer collective known as Team 10. It was
formed in 2017, shortly after Vine ended, and was made up of social media stars. Though the
membership and notoriety has changed drastically in the past four years, the original members
were Jake, then-girlfriend Alyssa Violet, Tessa Brooks, Chance Sutton, Anthony Trujillo, twins
Ivan and Emilio Martinez, twins Lucus and Marcus Dobre, and Alex Lange (Is Jake Paul’s).
Members have come and gone, but the team still remains on YouTube.
Initially, the members of the team all lived in the same house and primarily produced
prank videos in which members would pull tricks on each other. Each member also had their
own channel and other social media platforms, and they were expected to remain active on those
as well. After a series of complaints from neighbors in 2018, the team was forced to move out of
their house and in with Logan (Weiss, 2018).
As the head of the house, Jake orchestrated mot of what happened within the house. One
of their early ventures was into the music industry, with their most famous song being “It’s
Everyday Bro,” which has over 281 million views and over 3 million likes since its publication
in 2017. Other notable songs include “Ohio Fried Chicken,” “I Love You Bro,” and “My
Teachers.” However, “It’s Everyday Bro” was one of the few filmed with the team’s original
members and the first that became viral online.
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Before Vine was shut down due to management and monetary constraints and before the
implementation of Team 10, like other Viners-turned-YouTubers in his league, Jake wrote a
book (Newton, 2016). You Gotta Want It was released in 2016 and discussed his experience as a
social media heartthrob as well as his short stint as a Disney actor on the show Bisaardvark,
which was a scandal in its own right when he was fired from the show (Knapp, 2017). Officially,
both parties claimed it was a mutual decision for Jake to leave the show; during this time,
though, Jake was receiving a lot of negative attention surrounding the antics of Team 10,
including dangerous stunts and pranks, not to mention the drama in the house (Knapp, 2017).
These stunts are orchestrated and often targeted at children and young adults, who are very easily
influenced. Because they are pre-planned and not incidental, these types of videos are different
from reality television shows that follow non-celebrities.
Jake also has launched a series of YouTube-related businesses about making money
without having to go to school, a topic about which he is very passionate because he dropped out
of high school at 17 to move to Los Angeles to pursue a career in social media. His first attempt
at this type of business was his 2017/2018 Edfluence, which closed down after about a year of
running (Farokhmanesh, 2018). Now, he is in charge of the Financial Freedom Movement,
which is similar to Edfluence. For a price, those interested in having a career in social media can
gain access to videos from both Jake and other “experts” with tips and tricks to start growing
fame online (Financial, 2021). While Edfluence was quickly marked as a scam, especially once it
shut down, the Financial Freedom Movement is still in business as of 2021.
While Logan was never as active in Team 10 or as passionate about social media as a
career, he was involved with Team 10 at some points, and he also was prominent on YouTube –
that is, until scandal hit. Unlike Jake, Logan’s scandal seriously knocked him out of the spotlight
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for a long time. In 2017, during a trip to Japan, Logan and his crew filmed a vlog titled “We
Found a Dead Body in the Japanese Suicide Forest…” In the video, Logan shows just that: a
dead body. The video went viral, and millions of people were outraged about his lack of empathy
and carelessness in posting it for his millions of followers – many of whom were children – to
see (Swearingen, 2018). The video was quickly taken down, but Logan suffered through the
effects long after.
In recent years, both brothers have taken to boxing. Logan was challenged twice by
British YouTuber KSI, and it was also announced that Logan would face down Floyd
Mayweather Jr. in the ring, though the bout has been postponed to an unspecified date. Jake took
on KSI’s younger brother, and in 2019, he announced his intention to debut in a professional
boxing match against YouTuber Gib (talkSPORT, 2018). Jake has also matched with
professional basketball player Nate Robinson and is scheduled to go against Bellator MMA and
ONE Welterweight Champion Ben Askren in April of 2021 (Mckeever, 2021).
The Paul brothers are an example of social media stardom and the extremes YouTubers
can go to following social media as a career path. Additionally, they – along with other
prominent YouTube channels – are often the subject of commentary and reaction videos, which
is a popular category of YouTube video. Creators Gooden, Gonzalez, and Conner all have made
videos reacting to the actions and content of the Paul brothers and other stars in their league.
YouTube Commentary and Reaction Channels
Commentary and reaction videos are a popular YouTube subcategory in which someone
reacts to content from other YouTubers, social media pages, television, movies, and more. Often,
the creator will talk about the material and offer their own insights, opinions, and jokes to the
conversation. In the cases of Gooden, Gonzalez, and Conner, they also often include themed
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skits taking advantage of the absurdity of the material.
While the YouTuber demographic is difficult to pin down, as most numbers pertain to the
viewers as opposed to the creators, YouTube has a diverse pool of stars of all backgrounds and
identities sharing their content on the platform. Especially in recent years and with the growing
presence of the Black Lives Matter movement, YouTube has taken additional steps to promote
racial diversity on the platform. For example, they have recently launched their #YouTubeBlack
Voices Fund, which is an initiative to provide more resources to Black creators around the world
(The #YouTubeBlack, 2021). However, it is important to note that the commentary and reaction
subcategory is dominated by straight, white men in their mid- to late 20s. In a top 10 list of
YouTube commentary channels, all 10 were white men in their mid- to late 20s (Daffodillan,
2019). While there are some popular female creators and people of color in the space, it still has
a long way to go in terms of a more balanced community.
Like in other categories of YouTube video, there are millions of creators in the
commentary and reaction scene. Often, videos and even creators overlap in both content and
collaboration, leading to an almost oversaturation of the category. For instance, Gooden,
Gonzalez, and Conner all went on an international comedic tour together over several months
and have been featured on each other’s channels numerous times. In some cases, multiple
YouTubers will react to the same material and will even end up posting it around the same time.
Why do people watch more than one creator in a subcategory when those YouTubers often make
videos that are either similar in format, content, or both? This paper will seek to answer this
question by showing that these creators often have strong personalities, a fresh take on popular or
old topics, and have other ventures or previous success online that allows them to be
prosperous even with many other channels in their subcategory.
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Methodology
The three chosen YouTubers within the commentary and reaction subcategory are good
representations of it as a whole, as these are prominent names in the community. Additionally,
these YouTubers have well-established channels and have outside ventures to examine in an
attempt to answer the previously mentioned research question. They also have distinct
personalities, and some of their content overlaps. Many people subscribe to all three channels,
making them good candidates for discussing all facets of the hypothesis.
In each chapter about the individual YouTubers, the most viewed video was not selected
as a study because in all three cases, the most viewed video was either an outlier of the channel
or not very representative of the traditional content of each creator. The videos that were selected
are still well-viewed, and they all contain reactions to bizarre movies, which is a popular choice
of video type for Gooden, Gonzalez, and Conner. Having the standard of the video being about a
movie gave the chapters discussing the YouTubers structure and helped narrow down the
hundreds of videos from each channel. The chosen videos also are among the most-discussed
videos in each of the YouTuber’s audience and are often rewatched or heavily referenced in
discussion of these creators outside of YouTube, such as on TikTok or Twitter. These videos all
are very representative of the typical uploads seen from the three creators and gave the best
insights into both the YouTubers’ channels as well as the commentary and reaction subcategory
as a whole.
To answer the research question, research into YouTube, its content, and online
celebrities will be conducted in a literature review. Following this, three popular commentary
and reaction YouTubers – Gooden, Gonzalez, and Conner – will be studied to show what a
typical reaction channel looks like. Finally, situations where different creators comment on the
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same content, YouTuber personalities, and stars’ ventures outside of YouTube will be discussed.
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Literature Review
Introduction
People who create content specifically for YouTube are often referred to as YouTubers,
content creators, or stars, and their impact on the entertainment industry has shifted the interests
of the younger generations online. These people both get their fame from and spend a lot of time
on social media, making them a new kind of celebrity, one that breaks the current idea of the
traditional celebrity. The difference lies mostly in their rise to fame since Hollywood-style stars
often find their break on the big screen – either television or film – while the internet celebrity
carves their own path outside of directors and producers.
This literature review will start with a look at YouTube as a platform before examining
its video genres and production. Following this, microcelebrities, social media influencers, and
YouTubers and their personalities will be defined. Finally, there will be a brief introduction to
the commentary and reaction YouTube video subcategory.
YouTube
Created in 2005, YouTube is an online video sharing platform with billions of users and
hundreds of millions of videos. It has quickly become a popular source of entertainment,
especially in younger demographics. Eighty percent of all global internet traffic is from video
viewing, and with YouTube being a leading video sharing site, it sees hundreds of millions of
users every day (Sabuncuoğlu-İnanç, Gökaliler, and Gülay, 2020). Additionally, YouTube is the
number one site for web traffic in the United States and worldwide, with 1 billion hours of
YouTube watched every day (Iqbal, 2020). Its features include a search function, recommended
videos, livestreaming, parental controls, autoplay, privacy controls, ad settings, a dedicated news
section, and information about the website and its workings (How YouTube Works, 2021; Chan
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and Gray, 2020). As of May 2019, it has approximately 2 billion monthly average users, with 81
percent between the ages of 15 and 25 and 71 percent between the ages of 26 to 35, which are its
targeted demographics (Social Impact, 2021; Iqbal, 2020).
With so many visitors, it is important for their information to be safeguarded and for the
videos to be regulated. According to the “How YouTube Works” webpage (2021), YouTube
seeks to make the platform as safe as possible by taking the following precautions: manage
hateful content, foster child safety, curb extremist content, prevent bias, stand up to hate, fight
misinformation, support political integrity, and, in 2020, respond to the COVID-19 pandemic.
Additionally, the platform lists its values that are based on the freedoms of expression,
information, opportunity, and belonging (About, 2021). As far as the security of the users,
YouTube says it protects user data, safeguards copyright, and promotes digital wellbeing (How
YouTube Works, 2021). However, the platform makes its money primarily through advertising,
so its viewer reports do make their way to advertisers. YouTube has the capacity to obtain and
process user data, which then allows it to curate audiences, facilitate their profiles to advertisers,
and form a mechanized system of recommendations, all while remaining free to the user (DeAguilera-Moyano, Castro-Higueras, and Pérez-Rufí, 2019).
Advertising plays an important role in both YouTube’s operations and its income, and
with so many users, a wide variety of products and services can be promoted to the consumer.
Furthermore, it is one of today’s leading advertising media; in 2018, the net ad revenue was
$3.23 billion and is expected to increase in the coming years (Sabuncuoğlu-İnanç, Gökaliler, and
Gülay, 2020). Its non-advertising income was approximately $750 million in 2019, and the site
itself is valued at anywhere between $140 and $300 billion (Iqbal, 2020).
Because of its scope and world repute, many companies will advertise on the website,
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and most of the ads are shown throughout the duration of the uploaded videos; these are often
referred to as “mid-rolls.” Because of this, YouTube advertising is more effective with more
views on videos, and the ads themselves have little influence on whether or not a consumer
watches a video (Sabuncuoğlu-İnanç, Gökaliler, and Gülay, 2020). The longer the video, the
more ads can be inserted before, during, and after it. This is in the interests of both YouTube and
its creators because the average video length has grown 9.5 times longer in 2019 than in 2010
(Culture & Trends, 2021). One of the most common ad styles in videos is the bumper ad, which
sandwiches the video between the playing of two or more ads. They are often between 15 to 60
seconds in length, and some are skippable after a certain period of time; 84 percent of users skip
the ad once they are able (Sabuncuoğlu-İnanç, Gökaliler, and Gülay, 2020). YouTube creators
often benefit from the ads put on their videos as well.
In addition to making money from advertising, content creators have special monetization
and policies on their videos. They can earn money in a variety of ways: ad revenue, merchandise,
YouTube Premium subscriptions, and direct pay for being a popular star (How YouTube Works,
2021). In order to benefit from this money, however, YouTubers must be eligible for the
YouTube Partner Program and follow certain rules and regulations found on the Creator
Academy website, which is available only to people in the previously mentioned program (How
YouTube Works, 2021). While some creators have talked about the process and what it is like
working with YouTube in their videos, it is still a guarded process and there are multiple paths
that lead to someone becoming a YouTube star.
The website has become important in the spread of participatory culture, wherein the
consumer is able to interact and, to an extent, influence the content being posted online by its
creators (De-Aguilera-Moyano, Castro-Higueras, and Pérez-Rufí, 2019). This is achieved
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through personality-audience interactions such as commenting on, liking, and sharing videos or
other posted content as well as direct messaging and other forms of communication. Finally,
YouTube is an example of how algorithmic content and recommendations based on viewing
habits have advanced, and it is becoming more popular; it often overtakes the traditional
chronological or subscription-based timeline seen until a few years ago (De-Aguilera-Moyano,
Castro-Higueras, and Pérez-Rufí, 2019). For example, TikTok’s “For You Page” also is
algorithm-based and tailors the videos it shows to individual people based on what content they
like. YouTube has set the stage for online social media platforms and shown how people can
make a living online because of its prevalence in most people’s lives.
YouTube Video Genres
Because of the wide array of preferred entertainment types and audiences on YouTube, it
formed several categories of video for people to find their niche – both creator and consumer
alike. More than 50 million users publish videos on the website every day (The 20, 2021). The
top YouTube video categories are as follows: auto, comedy, education, entertainment, film,
gaming, science/technology, how to/style, people/blogs, and travel (Social Blade, 2021). This is
by no means an extensive list, and most of these categories are then broken down into
subcategories as well. Most of the top YouTube channels are either media and music focused
(artist channels, entertainment companies, etc.), dedicated to children’s toys reviews, or featuring
gaming and entertainment personalities (e.g. PewDiePie and MrBeast) (Social Blade, 2021).
According to The 20 (2021), most of the top genres can be broken down as follows: comedy;
how-to and style videos, where beauty and DIY videos are found; gaming; science and
technology; people and blogs, where lifestyle videos and video bloggers (“vloggers”) can be
found; travel; education; and entertainment, where music and sports videos can be found.
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However, some videos can fit into many of these categories; for example, unboxing, educational,
favorites or best of, tag or challenge, haul, vlog, and review videos all fit into different YouTube
genres (Brown, 2018). Because of the amount of content on YouTube, it is difficult to create
categories for each to fit.
Video Production and Editing on YouTube
Often, content creators produce and edit their videos in order to be as appealing as
possible to their audience. However, video production for traditional or broadcast media is
different from digital production for online distribution, such as for YouTube (YouTube Video
Editing, 2021; Ledbetter, 2018; Beatty, 2016). Additionally, online video viewers have different
viewing expectations from television or broadcast media footage; it is more interactive and usercentered for distribution online (Beatty, 2016). In the case of the YouTuber, video creation has
important ties to a person’s sense of self because it creates a life picture and is a way of
connecting with others; it is also often connected to the idea of writing an autobiography or a
memoir (Chan and Gray, 2020). These differences in anticipations for online content lead to a lot
of different production and editing techniques on the part of the creator.
Though there is no definitive list of what to look for in a YouTube video or a checklist of
how to make one, there are some common styles and elements found in most videos. Because
many creators do not have access to or splurge on expensive equipment or software, they often
produce and edit content themselves until they reach a certain income level or degree of fame
using either their smartphones or low-level cameras (Ledbetter, 2018). Their videos often feature
a talent talking directly to the camera, an acknowledgement of any editing errors or transparency
about the editing process, and a quick, conversational tone from the talent (Ki and Kim, 2019;
Beatty, 2016). For the most part, YouTuber content must be somewhat visually appealing,
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showcase at least the appearance of having expertise, and provide information and interactivity
between the star and the follower (YouTube Video Editing, 2021; Ki and Kim, 2019). However,
these are generally expectations for established creators who have been on YouTube for a while,
and even then, it is accepted that no one is perfect. While shooting video, many creators use a
combination of evaluative and story-telling or narrative content (Ledbetter, 2018).
The content is the focus of the video, so traditional video production and editing
techniques and quality are not expected. While high production quality in traditional media is
typically important to establishing credibility and meeting viewer expectations, YouTube editing
styles are usually of lower quality and often background distractions, out-of-focus shots, or other
interruptions are left in the video. However, because creators are often seen as “ordinary people,”
this creates a sense of trust and personalization that lends itself to the building of YouTube
communities and loyalty to specific stars (Ki and Kim, 2019; Ledbetter, 2018). As far as editing
goes, some of the most frequent styles and elements include jump cuts, simple cutaways,
dialogue-heavy scripts, picture overlays, simple motion graphics, slow motion, time lapse
animation, and cropped frames (YouTube Video Editing, 2021; Beatty, 2016; Post-production,
2015). Most also recognize the importance of good lighting and having proper camera framing
and angles.
Once a YouTuber is set up to film, they usually run straight through their scripts and any
takes are usually done all at once. Much of the work is done in post-production because many
creators do not have a crew, so any cropping or zooming is done in post-production as opposed
to manipulating the camera throughout the filming process (Post-production, 2015).
Additionally, many stars learn editing tricks and refine their style as they progress as opposed to
already having editing knowledge or experience (YouTube Video Editing, 2021). Finally, the
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most common software used for editing in the YouTube world are Adobe Premiere Pro, iMovie,
and Final Cut Pro (YouTube Video Editing, 2021). Information about these programs is readily
available online, and most YouTubers learn how to work the programs themselves through
online tutorials and videos.
Microcelebrities
Microcelebrities stray away from the traditional celebrity in one major way: while
traditional celebrities become famous through their work on screen in television, film, and music,
microcelebrities turn their focus to the online world (Jerslev, 2016). A microcelebrity will
commit to the “act of using online performances to gain popularity through digital participatory
media,” (Chan and Gray, 2020). They perform attention-seeking activities to gain popularity and
visibility in the public eye, and one major way to do this is by uploading videos to YouTube
(Chan and Gray, 2020). Because of this, SMIs are considered to be microcelebrities, and by
extension, YouTubers are also considered to be a part of this category of fame (Delbaere,
Michael, and Phillips, 2021; Chan and Gray, 2020; Jerslev, 2016; Mikuláš and Chalányová,
2016).
It is important to note, however, that while microcelebrities and SMIs often overlap, they
are not completely interchangeable. Though SMIs are microcelebrities, not all microcelebrities
are SMIs. For example, book authors are often considered microcelebrities because of the rise of
the ebook, which means they use online performances to gain popularity; however, much of their
work is not on social media, which separates them from being a SMI (Ruiz-Gómez, 2019). It is
difficult to discuss microcelebrities without mentioning SMIs because of their similarities, but
microcelebrities are often a broader term and is not as popular as the SMI.
Social Media Influencers
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SMIs are people who have achieved microcelebrity status by using social media and
gaining thousands and even millions of followers who then have considerable influence over
their audience (Delbaere, Michael, and Phillips, 2021). As social media have grown in
popularity, so has the scope and number of SMIs. They use popular social media platforms to
present their content, and the most used sites are Instagram, TikTok, Twitter, Facebook, and
YouTube. Most often, these people focus on one primary platform as their targeted goal of
becoming popular while still remaining present and active on the others (Balaban and Racz,
2020). Not only are SMIs viewed as microcelebrities, but also entrepreneurs because of their
status and their use of social media to make a living (Delbaere, Michael, and Phillips, 2021;
Balaban and Racz, 2020). Because of these assertions, SMIs are not just a typical user of these
platforms because of the scope of their influence; they are neither a consumer nor a brand
(Delbaere, Michael, and Phillips, 2021).
While many try to use social media to make a living, the market is so saturated that
entrants need to be able to set themselves apart from the average user in order to have a chance at
success. SMIs take advantage of their abilities, talents, charisma, or other special skills that
separate them from the crowd (Ruiz-Gómez, 2019). Additionally, they establish self-branding,
have a strong sense of self presentation, and have a business-like approach to their use of social
media as a mode of income (Ruiz-Gómez, 2019). These circumstances all lead to a growing
follower count, though fame is not always a subjective count in terms of numbers. Someone with
100,000 followers is considered a SMI even with the presence of SMIs with follower counts in
the millions. While there are different levels of SMI based on follower count, all of them have
created a strong sense of community with their audiences (Ruiz-Gómez, 2019).
For example, TikTok star Charli D’Ameilo, who is currently a very popular SMI and is
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known for her dance videos, has amassed over 114 million followers on the app. At the same
time, another TikTok user named Anna Sitar, who is known for her lifestyle videos, has over 8.9
million followers and is also considered a SMI. Though there is a large difference in the number
of followers between the two creators, both are still considered SMIs because they have large
followings over whom they have influence.
SMIs do what their title suggests: they influence people on social media. There are many
ways to achieve this goal, but their impact has affected the way many brands do business. SMIs
can affect many different lifestyle choices for their followers by sharing their preferred products,
routines, and pastimes, especially using brand-sponsored content (Delbaere, Michael, and
Phillips, 2021; Balaban and Racz, 2020; Ki and Kim, 2019). Additionally, they are important in
the creation of online trends and dictating what shows, products, and activities are popular
because their followers trust the products they recommend or by which they are sponsored
(Delbaere, Michael, and Phillips, 2021; Ki and Kim, 2019). Because of this, SMIs are being used
more frequently to promote a wide range of products or are being used as brand representatives
(Delbaere, Michael, and Phillips, 2021; Balaban and Racz, 2020). These brands and trends do
very well, as evidenced by the multitude of companies jumping on the social media bandwagon.
Popular examples include CoverGirl’s incorporation of makeup artist James Charles and Dunkin
Donut’s collaboration with D’Amelio.
The integration of pop culture trends and stars into company promotions helps to keep
them relevant and often is extremely beneficial to the corporation. In many cases, brands that use
a SMI to promote a product find that their product will sell very well – often selling out
completely – and marketing through SMIs allows for increased brand engagement, customer
relationships, and sales (Delbaere, Michael, and Phillips, 2021). These partnerships do so well
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because of the SMI’s audience’s desire to mimic their lifestyle and behaviors because they are
seen as cool and popular (Ki and Kim, 2019). This translates into people wanting to use the same
products or do the same activities as the SMI, which is why many companies have turned to SMI
marketing (Ki and Kim, 2019). In the cases of Gooden, Gonzalez, and Conner, there has not
been any publicized backlash from fans about sponsors on videos, and these creators do
extensive background research into companies before agreeing to partner with them. These stars
hold a lot of power over the lifestyle habits of their often-targeted younger audiences, and their
prevalence in the spotlight online builds strong associations between themselves and what is
current and cool to have.
YouTubers
As their name suggests, YouTubers are a type of both the SMI and microcelebrity who
use YouTube as their primary place of online presence to gain popularity, and they often make a
career out of it. YouTube is different from most other social media sites because it directly pays
its popular creators through a variety of means. YouTubers post videos on their channels, which
are dedicated pages displaying one creator’s content, and people can subscribe to them for free
and acts as a version of the traditional idea of having followers on other social media sites.
According to Mikuláš and Chalányová (2016), YouTube stars are 17 times more
interesting and 11 times more unusual, or unique and entertaining, than traditional celebrities to
younger demographics. Because of this, they can have success using social media as a career
path by creating content, especially videos that pertain to the interest of children, such as toy
reviews and comedy videos. For example, the toy review YouTube channel Ryan’s World has
over 29.5 million subscribers; the child, Ryan, and his family have received numerous brand
deals and toys themselves (2021). Additionally, YouTubers are seen as more reliable, sincere,
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and trustworthy than mainstream or traditional celebrities (Mikuláš and Chalányová, 2016). This
follows the lines of what people think about SMIs in general as well. Because of this, YouTube
stars often have a large influence on their younger fan base when it comes to ideas of sense of
self and communication with others along with having the same levels of influencing as other
SMIs (Ezzat, 2020).
YouTube creators focus most of their online presence and efforts on their videos and
often promote interaction with their content. YouTubers encourage both video and personal
interaction, such as liking and commenting on videos, subscribing to the channel, reaching out to
them, and following them on other social media platforms (Ledbetter, 2018). They are also
regularly present on other social media sites to increase interaction with current followers as well
as to attract new ones (Patil, 2019). Though these people are a part of the SMI bubble, YouTube
has always been a little bit different than the other social media platforms, and YouTubers are
their own category of star.
YouTuber Personality
Many factors create the image of a popular and successful YouTuber, and many of the
top YouTube stars share similar personality and persona traits. YouTubers are so popular
because to the public, it appears that an “ordinary person” has become famous ,and they
therefore seem more authentic than a traditional celebrity (Delbaere, Michael, and Phillips, 2021;
Ezzat, 2020; Pereira, Moura, and Fillol, 2018; Xiao, Wang, and Chan-Olmsted, 2018; Elliott,
2016; Jerslev, 2016). Generally being charismatic and likeable are other traits that are important
to a creator’s success, though these are mostly subjective and hard to quantify (Delbaere,
Michael, and Phillips, 2021; Pereira, Moura, and Fillol, 2018; Xiao, Wang, and Chan-Olmsted,
2018). Other common and important qualities include appearing to have expertise on the topics
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at hand, using jokes and slang including cursing, trustworthiness, relatability, and interactivity
with the audience (Ki and Kim, 2019; Pereira, Moura, and Fillol, 2018; Xiao, Wang, and ChanOlmsted, 2018).
One characteristic that is helpful but not as important as some may think is physical
attractiveness. While it can be a small benefit when creating an online following, the wide range
of what people find attractive means there is more to the success of YouTubers than just their
appearance (Ki and Kim, 2019; Xiao, Wang, and Chan-Olmsted, 2018). Overall, the personality
of the creator is very important to the growth of their channels and online success (Xiao, Wang,
and Chan-Olmsted, 2018; Elliott, 2016).
These personalities make the subscribers of the YouTube stars feel like they can trust the
creator and like they are a part of a close-knit community (Chan and Gray, 2020; Ezzat, 2020;
Patil, 2019). Often, YouTubers will give their subscribers a name or call them a family. For
example, Charles calls his subscribers “sisters” and lifestyle channel Mikaela Long simply calls
hers “friends.” These names can be generic and simple, like in Long’s case; they can be more
elaborate or be a reference to something the creator said in a video; or they can even be an inside
joke that only frequent viewers would understand. Most established YouTubers have some sort
of name they call their fans.
A few other characteristics that many successful YouTube stars share are not necessarily
related to matters of personality, but are important to note nonetheless. Content is a major factor,
and the video types need to be consistent (Patil, 2019). It is therefore important for creators to
find a good balance between what they want to create and what their audience wants to see along
with finding a niche and committing to a specific category (Patil, 2019; Elliott, 2016). Whatever
content a YouTuber commits to should be well-researched, produced, relevant, and engaging
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(Patil, 2019). Additionally, there should be a steady flow of content that reflects a YouTube
star’s consistency and planning; they should have a regular posting schedule and post at least
once a week (Patil, 2019; Pereira, Moura, and Fillol, 2018; Elliott, 2016). Finally, because of the
large number of popular content creators on YouTube, they need to provide a unique or fresh
perspective on whatever topic they decide to discuss or make in a video (Patil, 2019). Becoming
a successful YouTuber, though largely up to luck, is a matter of having the right personality and
creating the right content that targets a specific audience.
Commentary and Reaction Videos
The focus of this paper will be on the commentary or reaction video, and there are
thousands of channels that create this type of content. They often are related to social media
phenomena and pop culture, and are also usually funny and reflective (Park, 2020). It is a large
community, so a strong, unique personality or perspective is key to success; doing extensive
research and providing a different perspective on a topic is helpful (Park, 2020). Not much
focused research has been conducted on commentary videos, so their characteristics and style
will be examined in this paper. To achieve this goal, the channels of Gooden, Gonzalez, and
Conner will be studied and explained.
Conclusion
When examining the world of YouTubers, it is important to discuss the aspects that relate
to them, including explaining what YouTube is and how the platform works, getting a better
picture of their video production and editing process, looking at what types of videos are popular
on YouTube, defining microcelebrities and SMIs, and looking at creators themselves and their
personalities.
However, there are a lot of popular creators in each category, and the market has become
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somewhat oversaturated for YouTubers. Why do people watch more than one creator in a
subcategory when those YouTubers often make videos that are either similar in format, content,
or both? They often have strong personalities, a fresh take on popular or old topics, and have
other ventures or previous success online that allows them to be prosperous even with many
other channels in their subcategory. Specifically, this paper will seek to expand on this
hypothesis by examining three popular and similar commentary or reaction channels.
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Drew Gooden: Sarcastic, Dry, and Critical
Channel Overview
Drew Gooden is an American YouTuber prominent in the commentary and reaction
video genre. His channel, which was created August 21, 2015, has over 2.9 million followers and
over 391 million video views as of March 2021 (Drew, 2021). Like many other creators, he was
a popular Vine star until the platform was shut down, and his videos there had millions of
“loops,” as plays were known on the app, along with millions of followers.
On YouTube, landing pages for channels display a channel banner, links to other social
media accounts, recent uploads, and popular lists of videos from the creator. There are also
navigation links to all videos, all playlists, community discussions from subscribers, online
stores for merchandise, channels the creator is following, an about section, and a channelspecific search feature. There are also buttons for subscribing to the channel and to turn on post
notifications for videos.
Banners are often tailored by creators to fit their channel personality; in Gooden’s case,
his banner features three images of him Photoshopped onto a background containing colorful
gems as well as piles of the gems, where he is peeking from behind the stacks. He also has his
channel name – which is the same as his own name – in the banner, and Gooden’s eyes are
circled by the “O”s in “Gooden.” Given that his channel is comedy-based reaction, this
humorous and unusual banner reflects his content and how he presents himself on YouTube.
As of March 2021, Gooden has 110 videos uploaded to his channel; his top-performing
video is “The World’s Hardest Flexer (with Danny Gonzalez)” with over 12 million views
(Drew, 2021). His average number of views per video is approximately 3.5 million, which is a
good ratio when compared to his subscriber count. Videos include a description and related links
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provided by the YouTuber; Gooden usually has very minimalist and comedic descriptions of his
work, and his videos are typically around 20 minutes in length.
Videos
General Video Format
Gooden’s videos usually follow a similar format or set up. They typically begin with
either a brief announcement of the sponsor of the video, if there is one, or they start with him
greeting his audience. He calls his fans “guy,” singular; this is part of a long-running joke that
Gooden is the creator of YouTube and the only one to post videos to the website. This is
followed by an introduction to whatever content he will be commenting on or reacting to, which
is usually either a social media phenomenon or a movie. Next, he goes through the content either
chronologically if it is some form of video or with multiple examples if it is social media posts or
something similar in nature. Throughout the video, he inserts his opinions on the topic at hand,
makes jokes based off of the content, or even creates humorous skits based on the material. This
takes up most of the time in the video.
At the end, he will either move directly into the conclusion or discuss the video’s sponsor
in more detail before concluding the video. Depending on the brand, Gooden will either do a
simple ad read with corresponding pictures, video, or graphics in the background; create a skit
based on the content to be included in the ad; or use a combination of techniques. No matter
when the conclusion comes, it often is short – it can include final comments on a topic as a
whole or simply be a way to remind watchers to subscribe to his channel before ending the
video. Gooden is a fan of the abrupt exit; his conclusions usually are very short, and he ends his
videos by simply saying “bye” and then stopping it.
General Video Aesthetics

29
Like most YouTubers, Gooden has a simple video frame set up. He appears to sit at a
desk in his office, where he faces a computer screen so that he can easily see the content to
which he is reacting. For the most part, YouTubers in the commentary and reaction genre will
not view the content in full prior to shooting video in order to have some genuine and organic
reactions. Additionally, as part of his background, he has an additional inserted, fake computer
screen where he pretends to display poorly made graphics that somehow relate to whatever he
will be discussing in the video. In a few videos, Gooden has hinted that he makes these images
using only Microsoft Paint. This element adds to the dry style of humor he uses in his videos,
and further adds to the narrative that YouTubers do not follow traditional video aesthetics
(YouTube Video Editing, 2021; Ledbetter, 2018; Beatty, 2016).
When he needs to show the content directly in the video, Gooden will either insert the
clip or image at full screen with a simple cut to and from it, or if it is a smaller image or clip as
from a social media post, he will show it on screen next to himself. Again, Gooden’s typical set
up illustrates that YouTubers often have video arrangements that stray from that of traditional
broadcast media (YouTube Video Editing, 2021; Ledbetter, 2018; Beatty, 2016).
Figure 1
Gooden’s Video Set Up
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Though YouTubers, such as Gooden, may change elements or even locations of their
backgrounds, the general set up remains: a background and themselves positioned close to the
center of the frame. This way, any of the clips or images they may want to show in the video
have space to be inserted into and they can be clearly seen.
Video Analysis: “Remember When McDonald’s Tried to Make a Movie?”
Though not his most popular video, Gooden’s “Remember When McDonald’s Tried to
Make a Movie?” has over 3.5 million views since its publication May 24, 2019. Even though his
most-viewed video is a commentary video, it was a collaboration with Gonzalez and not about a
movie, so it did not meet the criteria posed in the introduction. It also has garnered over 138
thousand likes and almost 10 thousand comments as of April 2021. Because of these statistics
and because of the content of the video, it is a good representation of Gooden’s average
YouTube upload, therefore making it an ideal choice for study in this paper. The video is
sponsored by Squarespace, a company that helps its users create their own websites; they are a
frequent supporter of Gooden’s channel. As such, it starts with a quick shout out to the company
and alerts subscribers that the video will contain an advertisement.
Video Content. He then introduces the topic of the video in skit format: Gooden scrolls
through YouTube wondering what he will watch, comes across another video that mentions the
movie in question, and then watches the movie. After this short skit, he more formally introduces
the topic of the video and credits the original creator from which he got the idea. The movie in
question is called Mac and Me, which Gooden calls “an E.T. rip-off,” (0:51). As a break from his
general format, he then plugs the comedy tour he at the time was preparing for along with
Gonzalez and Conner. After this brief interruption, Gooden begins the main portion of reacting
to the movie.
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He works through the movie chronologically, frequently adding his own commentary,
questions, and jokes. To start, he adds context of when and how the movie was made, which was
in the 1980s by the McDonald’s Corporation in an attempt to combine the craze around E.T. with
subtle McDonald’s advertising.
After he discusses this, he continues with guiding his subscribers through the movie and
its main plot points. He introduces the characters, the propelling action of the movie, and many
of the events that occur. Much of the commentary lies in the humorous narration of the events of
the movie and the sarcasm Gooden uses while doing so. One of his comments after watching
about half of the movie is, “We’re halfway through the movie and all they’ve done is [mess]
around,” (9:03). Reaction and commentary YouTubers often will use this genre to express their
frustrations with ridiculous content, such as Gooden’s doing while watching Mac and Me. By
doing this, they call attention to how silly or ridiculous so much media are. Most of Gooden’s
annoyance with the film is the amount of McDonald’s advertising that appears, so much so that
he claims that it detracts from the overall plot and makes the viewer almost forget that they are
even watching a movie. After watching Mac and Me all the way through, he says that though it
overall is mediocre at best, it is also “kind of endearing” and that it has aged pretty well despite it
being almost 40 years old (18:25).
Once he has completed his viewing of the film, he jumps into the main portion of the ad
read with little transition. For this video, he uses a combination of skit and plain ad read to
deliver the required information. His skit contains a conversation between himself and another
person, played by a stuffed animal, about the best way to make a website, thus introducing
Squarespace. His conclusion contains one more reminder about the tour and end the video
abruptly by simply saying he should go and then cutting it short, which is a favored tactic of his.
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Video Set Up. Gooden’s framing is standard: he positions himself in the center of the
screen, he has his office wall as a background, and he has a real computer screen showing funny
yet poorly drawn art that relates to the content of the video. In this video, whenever he needed to
show parts of Mac and Me, he cut to a full screen of the movie instead of showing anything next
to himself in the frame. Again, this is a departure from traditional broadcast media techniques
but is typical of most YouTube creators (YouTube Video Editing, 2021; Ledbetter, 2018; Beatty,
2016).
Figure 2
Video set up for “Remember When McDonald’s Tried to Make a Movie?”

Conclusion
Gooden’s videos follow most of the general tactics YouTubers use when making videos;
his set up is utilitarian and plain, he uses simple editing techniques like simple cuts and one static
shot, and he follows a general format for most of his reaction and commentary videos (YouTube

33
Video Editing, 2021; Ledbetter, 2018; Beatty, 2016). He uses humor as a main way to deliver his
commentary on the content he looks at, and his content is entertaining and consistent.
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Danny Gonzalez: Commentary and Musical Extraordinaire
Channel Overview
Danny Gonzalez is an American YouTuber with over 4.4 million subscribers and over
771 million video views as of March 2021. His channel – also the same name as his own – was
created September 8, 2014, and like Gooden, he was popular on Vine before joining YouTube
(Danny, 2021). He is also a prominent commentary and reaction creator with 231 published
videos averaging 3.3 million views per video. His best-performing video is “I’m Gonna Kill
Santa Claus” with over 15 million views; it is a music video for a parody song he created based
off of another video he created.
Gonzalez has two other channels: his original second channel is 2 Danny 2 Furious,
where he posts more casual and experimental videos, and his more recent addition is Danny
GAMEzalez, where he posts shortened versions of his Minecraft gaming streams from
livestream platform Twitch. His other channels have over 1.2 million and over 191 thousand
subscribers, respectively.
His channel’s banner features a solid, dark gray-blue background featuring his channel’s
name, cartoon illustrations of a boy sitting at a computer and a man and a woman dancing, and a
comedic slogan reading “new videos every second,” (Danny, 2021). The boy sitting at the
computer reflects Gonzalez’s work as a YouTuber and the couple dancing references his
personal life and marriage, as his wife occasionally makes appearances in his videos. Similar to
Gooden, Gonzalez’s channel landing page has the same features and navigation links.
One of his ventures outside of commentary and reaction videos is music; often, it is
parodying other videos he creates and their content. Gonzalez has released a series of singles and
even an EP of songs, all of which are available on multiple music platforms. Some of his most
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popular songs include the one mentioned in his most popular video and his series of Halloween
songs including “Spooky Man,” “Spooky Boy,” and “Spooky Guy.”
Videos
General Video Format
Gonzalez has a standard video progression that is apparent in most of his commentary
and reaction uploads. If it has a sponsor, he will usually start the video with a brief disclaimer
announcing which company is supporting him before jumping into the introduction. At the
beginning of most of his videos, Gonzalez greets his audience with “What’s up, Greg? I hope
you’re having a great day.” Many popular YouTubers have names for their subscribers; for
example, Gooden uses “guy” to refer to the audience, and Gonzalez’s use of “Greg” as a name
for his fan base is a long-running joke from when he first became serious about making YouTube
his career. In a video called “I Don't Like Jake Paul's New Music Video (Jake Paulers Reaction)”
from 2017, he reacts to one of Paul’s songs he had released at the time, and in the video, Paul
refers to his fans as “Jake Paulers.” Gonzalez then decided that his audience needed a name, so
he Googled “strong names,” where he landed on the name “Greg.” Since then, he has called his
fanbase as such and has created multiple merchandise items based on his name for his audience.
Like with Gooden, the video introductions allow him to talk about the topic at hand before
moving into the actual reaction and commentary portion, which takes up most of the time.
During the body of the post, Gonzalez reacts to and comments on whatever content he
has chosen, which is usually an obscure or weird movie or something from social media. If it is a
movie, he will watch it chronologically and interrupt with jokes, comments, and sometimes skits;
if it is from social media, he will look at multiple images or examples of the chosen account or
phenomenon. Once this is complete, Gonzalez will close out the video with a full ad read if it is
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sponsored followed by a simple exit. Since he forays into music quite a lot, many of his more
recent videos use a song specifically created by Gonzalez that says that the video is over.
General Video Aesthetics
Much like Gooden, Gonzalez’s videos all feature a similar base set-up containing the
office wall background, himself centered in the frame, and he appears to be sitting at a desk with
his computer in front of him so that he can see the content to which he will be reacting. This
simplistic and utilitarian arrangement is common across many YouTube creators’ videos, and
like with Gooden’s, is different from that of traditional media (YouTube Video Editing, 2021;
Ledbetter, 2018; Beatty, 2016). When he needs to show viewers clips or images, he will either
insert them full screen or utilize the space next to him on screen.
Figure 3
Gonzalez’s Typical Video Set Up

Video Analysis: “The Ratatouille Knockoff From Your Nightmares”
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Though this is not Gonzalez’s most popular video on his channel, “The Ratatouille
Knockoff From Your Nightmares,” to date, has over 9.2 million views, 286 thousand likes, and
35 thousand comments since its publication June 20, 2019. Since his most viewed upload is a
music video, it did not meet the criteria posed in the introduction and therefore was not selected
for study. At the beginning of the video, he greets his audience and tells them that the sponsor is
Raycon, a wireless earbud company. In many instances, YouTubers have used the product or
service long before their collaboration with the brand. He then begins the introduction and main
content of the video.
Video Content. Gonzalez jumps right into introducing the topic of the video, which is a
South American version of Ratatouille called Ratatoing. Though Gonzalez is ready to excuse the
language of the movie since it has been translated to English, his main comments come from the
animation and plot of the film. He also gives very brief details about the releases of both
Ratatouille and Ratatoing before starting his run through of the latter.
He introduces the characters, the propelling action of the movie, and highlights important
narrative events as they occur in the clips he shows to his audience. He interjects jokes,
questions, and comments throughout his screening of Ratatoing. One of his main points that he
brings up throughout the video is the animation style of the rats; he says, “We can’t get too far
into this movie without talking about how the characters look because it’s horrifying,” (3:40).
From here, Gonzalez comments on both the low-quality animation style as well as some of the
strange choices the animator made when creating the rats. As he movies further along in the film,
he also comments on the plot holes in the movie – during one scene, the rats are gearing up in
spy equipment, but the whole point of the movie is about how the main rat’s restaurant is the best
because they must go looking for special ingredients for their food. Gonzalez says about this
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contradiction, “So you’re telling me rats can’t grow food – they can’t figure that out, they just
have to go dumpster diving – but they do produce spy equipment for rats,” (13:09). After having
watched the whole movie, he is disappointed because he says there is no change in how the rats
act from the beginning to the end of the film, there was not character development, and the
audience does not get to see what happens to the “bad guys.”
Since this is a sponsored video, Gonzalez then does a full ad read for Raycon using the
straightforward read technique discussed with Gooden. After this, he ends the video in his usual
way of the quick exit and wrap up by thanking his audience for watching, asking new viewers to
subscribe to his channel, and playing his outro music.
Video Aesthetics. Again, like with many YouTubers, Gonzalez’s set up is utilitarian and
uses a static shot, editing later to zoom in on his face when he wants to emphasize a joke (Ki and
Kim, 2019; Beatty, 2016). This basic framing contrasts with that of typical broadcast media,
which is a trademark of most popular YouTubers on the platform (YouTube Video Editing,
2021; Ledbetter, 2018; Beatty, 2016).
Figure 4
Video Set Up for “The Ratatouille Knockoff From Your Nightmares”
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Conclusion
Gonzalez follows many of the typical characteristics of YouTube production, such as the
static frame, simple editing style, and basic set up (YouTube Video Editing, 2021; Ki and Kim,
2019; Ledbetter, 2018; Beatty, 2016). He is consistent with his content, and it is entertaining
because of the humor of his reactions.
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Kurtis Conner: King of the Green Screen
Channel Overview
Kurtis Conner is a Canadian commentary and reaction content creator, and much like
Gooden and Gonzalez, is also a very prominent YouTuber in the community. As of April 2021,
Conner’s channel has over 2.9 million subscribers and has over 322 million total video views
(Kurtis, 2021). He has posted 194 videos to his channel since its creation April 14, 2014, and his
most viewed video to date is “The ‘I’m Not Like Most Girls’ Phenomenon” with over 8.8
million views; his videos average 1.6 million views per video (Kurtis, 2021).
Like with Gooden and Gonzalez, Conner’s YouTube channel page has a similar setup of
navigation links and features a channel banner. Conner’s has an 80s-inspired design with pastel
colors and a picture of him and his dog in the center. It reads “SUBSCRIBE” in the middle and
includes both his Instagram and Twitter handles below the main text. Also similarly to the
previous two channels, the banner is somewhat indicative of Conner’s personality that he
broadcasts on his channel.
Conner’s fame on Vine translated to his success on YouTube, much like the cases with
Gooden and Gonzalez. He did mainly comedy sketches on the dead app, and these remain
present in his commentary and reaction videos. Also like Gonzalez, Conner has both additional
channels on YouTube and has ventured into the parody music industry. His gaming channel,
called Kurtis Pogger, was created March 7, 2021, and it features clips of his video game streams
from Twitch. His other channel, Very Really Good, is home to his podcast episodes of the same
name, and it was created January 26, 2018. Though he only has one official song, it is a country
parody song called “Blood Related,” inspired by his series of videos about country content
online.
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Videos
General Video Format
Conner’s content is consistent, both in type and progression. He begins with an
introduction to the topic of the video, and if it is sponsored, he will briefly announce the
company supporting him. Conner’s introduction to every video also consists of the following two
elements: first, he welcomes the audience in general and then gives an “extra greeting” to his
subscribers since they are returning viewers; then, he will transition to the main content by
clapping once while saying “folks,” which is the basis for multiple articles of merchandise. His
editing of these two clips usually applies some sort of filter to make the greeting look nice,
typically by adding in sparkles and a pink tint, and his editing of “folks” usually distorts both the
image and the sound of his clapping as a way to add humor to the video.
Following this, Conner moves into the main portion of the video where he reacts to either
a bizarre movie or social media phenomenon. While talking the audience through either the
movie chronologically or through examples of the targeted social media content, he will pause to
react to, comment on, or make jokes about the clips or posts. Especially in recent videos, he will
often also make a skit based on whatever he reacted to in his upload. He often will use a green
screen to create these skits; in many videos, he has explained that he really enjoys using the
green screen and experimenting with the editing of the key frames for it, which illustrates the
point that many YouTubers will learn video editing techniques as they progress (YouTube Video
Editing, 2021).
After discussing the main topic, Conner will either do a full ad read followed by a
conclusion or wrap up the video if there is no sponsor. Similarly to Gooden and Gonzalez,
Conner will often create a brief skit to go along with a direct ad read, though any combination of
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techniques is common on his channel. Conner’s conclusions usually include four elements:
encouraging viewers to like his video, where he equates one like with one object or idea related
to the video; asking viewers to also subscribe and comment if they have not already; giving a
shout out to his subscribers, which are “citizens of Kurtistown;” and, like with Gooden, using a
quick exit strategy such as simply saying “bye.”
Like with Gonzalez, Conner has an elaborate name for his fans. “Kurtistown” is a
fictional place where his subscribers “live,” and Conner calls himself the “mayor” of the town.
This is also the basis of multiple merchandise items sold by Conner. He first mentions
Kurtistown on his main channel in the video “Noah Centineo: The King of Basic Tweets” that
was posted in 2018. Since then, he has referenced it at the end of every video he uploads to his
channel.
General Video Aesthetics
As are the cases with both Gooden and Gonzalez, Conner utilizes a simple set up
consisting of himself sitting at a desk with a computer in front of him so that he can see the
content and a decorated office wall behind him; he is also usually centered in the frame. Once
again, his arrangement illustrates that the production of a YouTube video is different from that of
traditional broadcast media (YouTube Video Editing, 2021; Ledbetter, 2018; Beatty, 2016).
When he needs to show images or clips from the content he is reacting to, he will either show
them on screen next to him or cut to a full screen view of the graphics.
Figure 5
Conner’s Typical Video Set Up
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Video Analysis: “This Low-Budget Animated Movie Ruined My Life”
Although it is not Conner’s most popular video on his channel, “This Low-Budget
Animated Movie Ruined My Life,” to date, has over 3.7 million views, 235 thousand likes, and
23 thousand comments since its publication in 2020. Despite the fact that his most viewed upload
is a reaction video, it did not feature him discussing a movie and therefore did not meet the
criteria posed in the introduction. The movie in question is called Goat Story and is a very
bizarre film from the Czech Republic. As a break from the traditional elements of his
introductions, Conner includes an announcement about new merchandise he released at the time
before announcing that the video is sponsored by ExpressVPN, a paid virtual private network
service.
Video Content. Once the introduction is finished, Conner moves into reacting to Goat
Story and begins his chronological viewing. He provides the context of the movie by stating
where it was released and introduces the main characters. Throughout the video, he comments
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on, makes jokes about, and generally reacts to the events that happen in the movie because there
are three distinct but connected storylines in the movie. Conner’s main comments are about the
fact that it is described as a children’s movie, but several of the events that happen throughout it
are not kid-friendly by American standards. He acknowledges that different parts of the world
have different cultural values, but he is still shocked at many of the events in the movie.
Goat Story’s three main plot points are as follows: the main character Jemy and his
travels with his goat to Prague, where he falls in love with Katie and ends up working on a clock
tower that is being built; a student named Matthew who is working with the architect of the clock
tower; and the political intrigue of the mayor who does not want the plans of the clock tower to
be shared with any foreigners when they approach the clock maker, Hamish, with an offer to
build another clock tower. While watching the movie, Conner brings up multiple times that the
content seems inappropriate for a children’s movie. After doing some research, he finds that
Goat Story “was actually rated PG-13 in the U.S. for sensuality and nudity,” (8:09).
He discusses the events of the movie in detail and explains how all of the plot points
connect. Most of the comments made by Conner about the movie have to do with how disturbing
he finds it, especially the animation. He also includes a short skit based on one scene in the
movie where the characters are at a very chaotic bar; in it, he recreates the scene using his green
screen and uses more modern language to show how ridiculous the whole part is. At the end of
the movie, he questions what the lesson is, and he comes to the conclusion that there is no good
answer because of the bizarre events that happen that are not really applicable to everyday life.
Once he is done with Goat Story, he moves into the ad read, in which he uses a
straightforward and direct delivery approach. Conner follows this with his conclusion where he
includes all of the elements that were previously discussed; in this video, one like is equated to
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“one game of stir the soup,” which is a reference to a scene early on in the movie that he
discussed (30:32). He then closes out the video with his other components.
Video Aesthetics. While Conner’s set up reflects the typical one also exhibited by
Gooden and Gonzalez, he uses a lot more editing techniques more frequently than either of the
other creators. Though his shots are also static and his arrangement shows once again that
YouTube production is different from traditional media production, he does a lot of work in postproduction to add humorous edits to his videos (YouTube Video Editing, 2021; Ledbetter, 2018;
Beatty, 2016). He frequently zooms in on himself or parts of images and clips, distorts the audio
and video, and adds other filters to emphasize his reactions to the content. Additionally, his use
of the green screen is more frequent than that of Gonzalez. This post-production editing using
different styles is common among YouTubers, and Conner is an example of this (YouTube
Video Editing, 2021; Post-production, 2015).
Figure 6
Conner’s Set Up for “This Low-Budget Animated Movie Ruined My Life”
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Conclusion
Conner’s videos show that there is a difference in the production styles between
YouTube and traditional media (YouTube Video Editing, 2021; Ledbetter, 2018; Beatty, 2016).
His content is consistent and entertaining, and he has a special style of editing that reflects his
own sense of humor.
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Discussion
Same Content, Different Video, Different Creator
Though most commentary and reaction YouTubers will focus mainly on movies and
social media trends, it is not often that a group of creators will react to the exact same content.
However, it does happen occasionally; for example, many YouTubers have made videos about
certain trends on TikTok, especially about the “e-boy” phase and the rise of the “POV” (which
stands for point of view) video. Also, more specifically, both Gooden and Gonzalez incidentally
posted videos reacting to the same movie – Swiped – on the same day. These instances feed into
the question of why people would watch more than one creator in a subcategory when they make
very similar content.
In the case of Gooden and Gonzalez and their same-day, same-content videos, it was
because they each took a different route in their commentary and reactions. In these videos, the
two creators watched Swiped, which is about a group of male college freshmen looking to create
a hook-up app. Both videos were posted July 23, 2019. While Gooden’s original video was taken
off of YouTube because of a copyright claim from the studio, it was re-uploaded on the channel
Corbin Steile and is now called “Drew Gooden’s ‘Swiped’ Video Reuploaded (Deleted).”
Gonzalez’s remains on his channel and is titled “I’m Very Worried About This Movie (Swiped
w/ Noah Centineo),” but he did have to remove some parts of his video because of similar
copyright claims from the studio.
Why watch two videos of people commenting on the same movie? Gooden and Gonzalez
both took different approaches in their commentary and reactions. In his video, Gooden focuses
on a few key scenes of the movie. His comments include criticisms of the multiple plot holes,
extremely forced conflict and character development, and how heavily the producers leaned into
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gender stereotypes. Along with this, he also looks more closely at some of Centineo’s other
movies, most of which have very low ratings. After he is finished talking about Swiped, he then
discusses another movie Centineo was in called Turkles, which Gooden claims is much better
than Swiped despite showing a few lackluster clips from Turkles. On the other hand, Gonzalez
discusses the movie in much more detail and thoroughly goes through the movie chronologically.
Instead of focusing on major events, he directs his attention to the strange dialogue between
characters and how it affects the movie. While he also talks some about plot holes, he overall
discusses Swiped in more detail than Gooden. By offering different perspectives and fresh takes
on the movie at hand, both creators offer their viewers distinct experiences, which is why many
people will watch multiple creators in the same subcategory of video even if the content is
similar – or even the same.
Personality
One of the reasons why people watch multiple creators within the same genre of video on
YouTube is due to their personalities. Though creators may have similar content to one another,
or even react to the same movie or social media trend, each one has a distinct personality, which
is important to their success and growth on YouTube (Xiao, Wang, and Chan-Olmsted, 2018;
Elliott, 2016). For example, the varied senses of humor possessed by Gooden, Gonzalez, and
Conner help distinguish them from one another, even when they make very similar content. By
having an individual sense of humor, it ensures that viewers will watch more than one
commentary and reaction creator even though they might make very similar content (Ki and
Kim, 2019; Pereira, Moura, and Fillol, 2018; Xiao, Wang, and Chan-Olmsted, 2018).
Gooden has a very dry, sarcastic sense of humor that is evident in the jokes and
comments he makes during his videos. He does not do much editing to reflect this other than the
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occasional zoomed-in framing of his face when he wants to emphasize how ridiculous he thinks
something is or if he wants to draw particular attention to a joke he has made. This technique can
be seen in many of his videos, such as the previously mentioned “Remember When McDonald’s
Tried to Make a Movie?” Towards the beginning of the video, he comments on an alien stabbing
a straw into the ground to try to drink some water, which is a bizarre sight. Gooden comments,
“One of the bigger aliens just kind of jams a straw into the ground and then starts drinking the
ground, so we’re off to a good start,” (2:42). He says this in a monotone, deadpan way,
illustrating his dry sense of humor.
Gonzalez also can have a sarcastic sense of humor, but he also tends to use references to
modern memes and other online content as well. He also uses slang and does extreme parodies of
situations to poke fun at the content to which he reacts. While he does not use editing to reflect
his humor in an overboard way, he does use it more frequently than Gooden; while using the face
zoom technique, he also will often add slight audio distortion if he wants to illustrate his
frustrations or feelings about something. For example, in the previously discussed “The
Ratatouille Knockoff From Your Nightmares,” there is a point towards the beginning of the
movie where he is talking about a scene where two of the main characters are talking about
orders at their restaurant. One of Gonzalez’s comments is that he feels the reaction from the chef
to hearing the order from the waitress was overdone, and he goes on to recreate the encounter but
exaggerate it to make his point that he thinks the chef overreacted. Gonzalez says: “She walks
into the room and he’s like, ‘Has table four decided what they want to order yet?’ And she’s like,
‘Yeah, they want the larva pie.’ And he’s like, ‘CAROL!? WHAT THE [HECK]?! WHY
DIDN’T YOU TELL ME SOONER?!’” He screams the last part to emphasize his point. This
parody and distortion of the scene is a common example of Gonzalez’s sense of humor.
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Finally, Conner also utilizes sarcasm in his humor, but he also uses the most editing
techniques out of the three YouTubers to emphasize his jokes. He frequently makes puns in his
videos as well, which are often accompanied by the editing techniques of the face zoom, audio
distortion, and video distortion. Though many YouTubers start out working alone, as they
become more successful and start branching out into their other ventures, they usually hire a
video editor to help them with post-production. This has been the case with Gonzalez and
Conner, who also have mentioned their editors in their videos. Like with Gonzalez, Conner will
also parody situations to the extreme to draw attention to the fact that he thinks whatever is
happening is strange. For example, in the previously mentioned “This Low-Budget Animated
Movie Ruined My Life,” he discusses a point of the movie he does not understand: one
character, a student named Matthew, wants to make friends with his peers even though they are
constantly mean to him. Conner thinks this is strange, and he illustrates this point in a humorous
way by recreating it to the extreme; he uses a green screen to help him in this endeavor. He
shows himself acting as Matthew being hit by another student (also played by Conner) while
repeating, “That’s a good one buddy! Ow,” repeatedly (13:04). After a few seconds of this, the
other student takes out a baseball bat and hits Matthew with it, where he then is seen flying out
of the green-screened park and into a cloudy sky. By using these editing techniques, Conner
explains his thoughts to his audience in a humorous and unique way.
By establishing their own unique senses of humor, Gooden, Gonzalez, and Conner all
form their own individual personalities, which is important in the success of their channels
(Delbaere, Michael, and Phillips, 2021; Pereira, Moura, and Fillol, 2018; Xiao, Wang, and ChanOlmsted, 2018). For this reason, many people will watch more than one YouTuber in a video
genre even though the content is similar because each creator has an individual personality.
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Ventures Outside of YouTube
Each of these YouTubers has their own slew of social media accounts, merchandise
businesses, and more. Gooden, Gonzalez, and Conner all promote their Instagram, Facebook,
Twitter, and TikTok accounts on their YouTube channels’ landing pages and at the end of their
videos. Additionally, each person also promotes their other accounts in their video descriptions
so that fans can interact with them on several platforms. All three also have merchandise lines
that they design and sell to again connect them to their audiences.
Though Gooden does not have extensive outside reach beyond YouTube, he does have a
merchandise store where he sells t-shirts, hoodies, other clothing items, and more with various
designs. These designs feature artwork containing references to his videos and how he addresses
his fans; for example, one of his top-selling designs is the retro-inspired “hey guy,” which is how
he addresses his subscribers in his uploads (Home, 2021). Additionally, he, Gonzalez, and
Conner all went on a comedy tour called the “We Are Two Different People Tour,” which is a
reference to the joke that many fans of both Gooden and Gonzalez say the two men look very
similar to each other. For this tour, Conner was the opening act, and it ran in the United States
and Canada in 2019 (Gooden, 2019).
Gonzalez has a merchandise store that sells similar items to Gooden’s, musical singles
and an EP available on music streaming and purchasing websites, two secondary YouTube
channels, and a Twitch account. His music largely is parody based on content he has reacted to
on his main channel, such as “I’m Gonna Kill Santa Claus,” which is a Christmas song based off
of the movie The Santa Clause that Gonzalez reacted to in 2018. The song pokes fun at the plot –
and the holes in it – of the movie and boils it down to an absurd message (Gonzalez, 2018). His
first secondary channel, called 2 Danny 2 Furious, is where he posts more casual, less scripted
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content where the running joke is about how the viewers know it is a video on his second
channel since he drinks LaCroix sparkling water in all of those posts. His second secondary
channel – Danny GAMEzalez – is a gaming channel where he posts edited, shorter versions of
his Minecraft livestreams from his Twitch channel. Finally, he livestreams his Minecraft game
sessions on Twitch, where he also sometimes collaborates with Conner; these often last more
than one hour at a time.
Conner also has a merchandise store, a parody musical single, a podcast, a secondary
YouTube channel, and a Twitch account. Like with Gonzalez, Conner’s “Blood Related” is a
parody country song based on several videos reacting to country people posting on social media:
TikTok videos, memes, and more. Conner’s podcast, Very Really Good, is similar to his
YouTube content but the episodes often last over an hour and contain more commentary than
jokes or skits. His secondary YouTube channel – Kurtis Pogger – is a gaming channel where he
posts shorter and edited versions of his Twitch livestreams. He also has a Twitch account, where
he has streamed himself playing several different games, such as the collaborations he has done
with Gonzalez on Minecraft.
These different outreaches all are ways to not only extend the success of the creators but
also connect with their fans and create a sense of community, which is an important aspect in the
success of a YouTuber even when their chosen subcategory is flooded with competition (Chan
and Gray, 2020; Ezzat, 2020; Patil, 2019). By having several channels of communication open to
their audience, they can create a sense of connectedness and family; wearing a YouTuber’s
merchandise means a fan can not only broadcast their appreciation for the creator and signal to
others that they are a “guy,” or part of “Greg,” or a “citizen of Kurtistown,” but they can also
financially support them and their work. Another way an audience of a YouTuber can support
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that person is through following them on their other social media platforms and subscribing to
their second channels, which all builds on the success and reach of that creator. These outside
ventures allow people to feel more connected to their favorite creator, which is one of the many
reasons why multiple creators in the same subcategory can succeed even when there are
hundreds or thousands of competing channels.
Limitations and Future Research
Throughout this process, a few limitations arose. Though there are hundreds, and more
than likely even thousands, of commentary and reaction YouTubers, only three were selected
due to time and resource restraints. Another plan was to reach out to and interview the chosen
creators for their input and to conduct additional original research, but seeing that their fanbases
are in the millions, it was difficult to contact them among the millions doing so each day.
YouTube is also not the only platform where SMIs exist, and many YouTubers also have
campaigns and success on other social media sites as well; this aspect of their careers were not
the focus of the research, and little about this other side was investigated.
Future research could elaborate on how creators’ work on YouTube and their other social
media accounts relate to each other; would they be co-dependent, would success on one lead to
success on the other, or is there some other relationship? Additionally, there are many other
subcategories of videos on YouTube. How do those creators operate their channels, and how do
they structure their videos? Do their personalities and insights also allow them to prosper among
the sea of influencers, or is there something special about each subcategory? For example, the
beauty community is a huge subcategory, and it is full of old and new faces, not to mention the
never-ending drama that seems to exist in that space. Future research could also consider the
business side of influencers and their effect on the marketing and advertising world as well.
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Conclusion
YouTubers often have strong personalities with a defined sense of humor, a fresh and
original take on popular or old topics, and have other ventures or previous success online, which
allows them to be prosperous even with many other channels in their subcategory. For instance,
many people subscribe to all three creators – Gooden, Gonzalez, and Conner – even though they
are all commentary and reaction channels. YouTube has changed the entertainment industry,
especially with the rise of creators and other social media stars being used in marketing and
advertising campaigns. It is worthwhile to take these people who are making a living online
seriously because many people, especially younger generations, are focusing their attention
online as its reach grows. YouTubers – and SMIs in general – have considerable influence over
their followers, and they often predict trends and say what is in and what is not (Delbaere,
Michael, and Phillips, 2021). YouTube and social media are not going anywhere anytime soon,
and learning about how they affect the entertainment industry can have insights into what people
are watching and how people are consuming content.
YouTube, which has been around since 2005, has grown exponentially, especially since
the internet has become prevalent in almost everyone’s lives. The platform has seen billions of
videos and millions of successful YouTubers who make a living from the website and their
content creation. These people have been able to become so successful because they find a niche
video category and make their content specialized to those interests, such as comedy stars or how
to creators. Additionally, because many YouTubers are amateurs when it comes to video editing
and production, a simple and mostly uniform style of shooting film is seen across many popular
channels. Most YouTubers use simple framing and editing techniques, which is a break from the
traditional media style of video production found in the television or film industries.
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YouTubers are a part of larger celebrity categories such as the microcelebrity, which is an
all-encompassing term for people who do not find their fame in the same industries as traditional
celebrities, and the SMI, people who have a large following on social media and influence their
audience in many ways, such as promoting certain products or services to them or dictating
fashion and other lifestyle trends. In general, all three categories – microcelebrity, SMI, and
YouTuber – all have large followings online and have some sort of sway over their purchasing
habits or ways of life.
Commentary and reaction channels are a popular video genre on YouTube, and they
show creators commenting on and reacting to different types of content, such as weird movies or
strange social media trends. Three of these YouTubers are Gooden, Gonzalez, and Conner. All
three have millions of subscribers and make videos reacting to the bizarre contents of the
internet. They all also follow the typical video production styles of online creators, using simple
editing and shooting techniques. Their videos largely follow a similar format as well:
introduction, main content, advertising read if it is a sponsored video, and conclusion.
Gooden, Gonzalez, and Conner have all made comparable videos about very similar
topics, such as trends on the social media platforms TikTok and Instagram; Gooden and
Gonzalez even made videos about the exact same movie and posted them on the exact same day.
In this case, why do people watch more than one creator in a subcategory when those YouTubers
often make videos that are either similar in format, content, or both? They often have strong
personalities, a fresh take on popular or old topics, and have other ventures or previous success
online that allows them to be prosperous even with many other channels in their subcategory.
Each of the three discussed stars has their own distinct personality, especially in their styles of
humor, and they each have unique perspectives on the topic at hand or they focus on different
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aspects of the content to which they are reacting.
Additionally, to foster a sense of community within their fanbases, Gooden, Gonzalez,
and Conner do activities outside of YouTube. Each has a merchandise store and is present on
other social media platforms, such as TikTok and Instagram. Gonzalez and Conner livestream
various video games on the streaming platform Twitch, and they both have more than one
YouTube channels where they post the highlights of their gaming streams. Because of these
factors, multiple YouTubers within the same video category can be successful on YouTube.
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